ABSTRACT
INTRODUCTION
Increased target orientation and the focus on logistic function can potentially increase competitiveness. This especially refers to globally-oriented manufacturing companies. In a company, logistic functions cooperate with various interconnecting functions, such as production, marketing, procurement [1, 2] new product development [1] and the financial function [3] . Each of the said links or cooperation between logistic and its complementary functions can have a critical influence on the company's competitiveness.
The integration of logistic and marketing functions is especially important due to their strategic aspect, as the areas of mutual activities are large in scope and present the system of basic logistic-marketing network, which presents a product, a price, space, promotion and people.
Daugherty et al. [4] found out that marketing and logistics can provide input to customize systems and design output that will be relevant and of practical value.
Marketing focuses on creating demand or needs. This may be achieved either through product, price and promotion as well as through business relationships with consumers (buyers) and by managing supply channels. Logistics on the other hand is more operatively oriented to meet the demand. The functional interdependence between logistics and marketing is evident in all marketing mix elements [2, 5] . Typical interfaces between logistic-marketing functions in a company present the customer support and logistic quality [6] . Therefore, the integration of logistic and marketing functions is especially critical for achieving maximum consumer satisfaction at minimal costs of operation or maximum profit. However, this depends on the efficiency of more than one person or an individual function. To this end, integration of logistic and marketing functions is critical for each company that wants to be competitive locally and globally. A systemic approach is needed, as logistics is a system or a network of related activities, which aims to manage the flow of goods and people.
Individual functions cannot be completely efficient in a company if they are working in isolation. Business processes and their implementers in various companies must therefore be designed and implemented in a way that they are actively integrated and adhere to the needs of individual consumers. To this end, companies can no longer afford to have isolated systems of individual functions and departments. From the viewpoint of logistic functions or logistic departments of companies the existing system of isolated function silos and the logistic function need to be connected with other complementary functions in the company.
The functional interdependence between logistics and marketing can be seen in all the components of the marketing network. The typical meeting point of logistic and marketing functions in a company presents the areas of support to consumers and logistic quality.
The world has become customer-centric, in which firms are increasingly aligning their organizations around customers.
Objectives and assumptions
The main aim is to research inter-functional integration of logistic and marketing functions in a company. Moreover, we aim to research how the level of successful collaboration can influence the level of integration of logistic and marketing functions.
Here, the collaborative behaviour will be researched at the level of employees of both functions that cooperate in overlapping activities. Based on the data on relationships among employees in a logistic and marketing function that were acquired using questionnaires which were completed by the employees of these functions in the selected Slovene B2C (business to consumer) companies, we will learn about the relationships between employees. These will form the basis for understanding the existing level of integration of the two functions and for defining the role that successful collaborative behaviour has in a particular level of integration. We will try to confirm the assumption of connectivity of the level of collaborative behaviour of employees with the level of integration of logistic and marketing functions. The basic hypothesis that we will try to confirm is: "the level of internal integration of logistic and marketing functions in a company depends on the level of collaborative behaviour of all1 employees in both function areas".
The hypothesis will then be confirmed or rejected using statistics data analysis, i.e. a bivariance correlation between both variables that present the level of collaborative behaviour and the level of internal integration. The correlation system will inform us whether the variables are in fact connected or not. In order to find out the level of connectivity, the regression analysis will be conducted.
CHARACTERISTICS OF INTEGRATION
AND COLLABORATIVE BEHAVIOUR
Integration
Logisticians often define integration within the framework of the supply chain, yet they leave out the internal integration or the integration between individual departments or functions in a company. Integration presents a central spot in various domains including production management and information systems [7] . The conceptual roots of integration may be found in Fayol's [8] and Lorsch's [9] idea on cooperation.
Integration occurs when specialized functions or departments in a company are interdependent and when processes or procedures are implemented which allow interaction. Integration may also depend on the environment or on the processes which are integrated in terms of internal or external integration. Internal integration presents an integration of primary activities of a company. External integration presents the integration of primary processes of a company with supply chain members of the company.
Integration is important to improve performance of the organization. Richey et al. [10] found out that firms can improve performance under the governance of facilitators to integration, in spite of the realization that barriers to integration also exist.
Internal integration
Internal integration occurs when specialized functions or departments in a company are interdependent and when operations and procedures occur which allow and call for cooperation.
Internal integration thus researches within a company. It aims to eliminate traditional silo functions and emphasizes better coordination between function areas. Internal integration reflects the fact that at least two (or more) complementary functions of a company act as a unity although they are not integrated into a single entity. Two departments (two functional areas) in a company are complementary when they complete each other and have a certain array of inter-connected functions which need to be complemented with another function of a complementary department.
Certain literature characterizes inter-functional integration as interaction or as communication activity [11] , which states that more frequent meetings and information flows between function departments contribute to a more effective integration. Interaction philosophy for managing inter-functional relationships probably stems from a holistically designed philosophy, which is based on many business theories and managerial procedures.
Managers strictly define interactional philosophy as a system of contacts with other functions and departments in form of transactions.
The transactional viewpoint of integration deals with departments as interdependent entities which compete against all resources in a company; contacts between departments are understood as temporary and present financial loss. Due to such competitiveness and costs, managers view this process of meetings and the flow of information as a negotiation system, whereby each department or a function strives to benefit as much as possible from a meeting or data exchange. The interaction aspect of inter-functional integration thus presents a behaviour which includes exchange of information.
Further literature characterizes integration as collaboration [11, 9] , which facilitates team-work, sharing of resources and achieving mutual goals between complementary functions; they all contribute to a more effective integration.
The third group of literature, however, characterizes integration as an element of interaction and collaboration [12, 13] . Such an aspect is in a way a very attractive philosophy, as inter-functional or interdepartmental integration is viewed as a multi-dimensional approach.
Souder and Sherman [14] defined integration as a state of high-level values, which are dispersed, common goals and collaborative behaviour. Lorsch [9] defined it as a process of unified investment of efforts between different subsystems when reaching completed tasks of a company. O'Leary-Kelly and Flores [15] stated that integration refers to the level at which separated functions cooperate and thus achieve goals. Based on this definition, integration is a puzzle which depends on the level of cooperation, coordination, interaction and collaboration.
Collaborative behaviour
Mintzber et al. [16] classified aspects of collaboration through the entire supply chain and thus divided it into managerial inter-organizational collaboration, "downstream" and "upstream" inter-organizational collaboration, lateral inter-organizational collaboration and inter-organizational collaboration, which in our case presents an inter-functional collaboration. Our research area-taking into account its aspects proposed by Mintzberg et al. [16] -can be classified as interorganizational collaboration.
The dimension collaborative behaviour of interfunctional integration presents a system of common visions, mutual decision-making and collective responsibility for the final outcome, service or product [17] . Collaborative behaviour is based on cooperation and upgrades it. The success of collaborative behaviour is based on individual's competences in interdependent functions which aim to develop important interpersonal relationships. Companies must thus encourage and even reward managers of interdependent functions for proactive thinking and work in the field of comprehensive transactions within a complex system [14] . The collaboration philosophy deviates from the interaction philosophy and is parallel to the philosophy of relationship marketing which appears in the marketing discipline. Bressington and Pettitt [19] emphasize that relationship marketing is an important aspect of added value of a product regardless of market and product type. However, despite the growth and scope of scientific literature, there is only little agreement on the nature of the definition of relationship marketing [20] . In the collaboration philosophy constant relationships between function areas can be stressful. Function departments are therefore dealt with as interdependent, which facilitates common vision and encourages the pursuit of common goals in a company.
Contrary to the interaction and communication approach of managing inter-functional relationships, collaboration is a behaviourist approach. The centre of collaboration is not the establishment of information links, but rather collaboration prefers to focus on the creation of loyalty between different functions [21] . Pursuing a collaboration philosophy can call for dramatic changes in the climate and culture of the company. Such changes may not always be welcomed by the employees in particular functions.
RESEARCH METHODOLOGY
The methodology is based on the basic definition of the existing level of internal integration which is further based on interaction and collaborative aspect. The basic independent variables of the existing level of internal integration in analysed companies are also based on some recent researches.
Defining the arithmetic mean of questionnaire findings, which defines the existing level of internal integration, will present the basis for further research. Research will then be undertaken by analysing the findings and independent variables, which refer to the search for the existing level of collaborative behaviour in analysed companies. Means will form the basis for trying to find the link between the level of collaborative behaviour and the level of internal integration. Finding such a link presents a basis for confirming the hypothesis. Research will be pursued using analysis of findings and independent variables which refer to the search for the existing level of collaborative behaviour in analysed companies. These results will form the basis for finding the link between the level of collaborative behaviour and the level of internal integration.
Sampling of selected companies
The sample of companies was based on the previously defined area, which the companies represent, that were classified as retail companies excluding motor vehicle retailers. This area was defined so by the Chamber of Commerce of Slovenia and presents the primary source of information on companies included in the research. The entire population of large 2 companies whose activities were in retail excluding motor vehicle retailers was included. The data on these companies were acquired from the Slovene Chamber of Commerce. On 2 April 2009 there were 33 registered large companies in Slovenia, whose activities were in retail excluding motor vehicle retailers.
Developing the questionnaire
Prior to developing the questionnaire, relevant opinions and facts had to be defined. For research purposes, a partially structured questionnaire was chosen, which includes closed-type questions followed by open questions to which the interviewees provide descriptive answers.
Methodology of implementing the questionnaire
On 5 June 2009 the questionnaires were sent out via snail-mail to all 33 large Slovene companies, which are defined as "retail companies, excluding motor vehicle retailers". Each company was sent 5 questionnaires including 5 envelopes with post stamps. This way a complete anonymity of the company was assured, as well as the anonymity of the people who filled out the questionnaires. In the letter of correspondence managers of both sectors were asked to fill out the questionnaires and to give them to some other employees, such as representatives, heads of projects, clerks, consultants etc.; that is because integration involves two or more functional areas and collecting data only from one party could limit the possibility to generalize the results [22] .
By 3 August 2009, twenty-six filled out questionnaires were returned, fourteen from the logistic sector and twelve from the marketing sector. 
RESEARCH FINDINGS
In the following analysis the operationalisation and the results of each of the terms or concepts was presented that are referred to in the hypothesis. Then, the hypothesis entitled: "the level of integration of internal logistic and marketing functions in a company depends on the level of collaborative behaviour of all employees in both function areas" was tested.
Level of internal integration
In order to learn about the connection between the level of internal integration and the level of collaborative behaviour one first needs to determine the existing level of internal integration in the analysed companies. The level of internal integration was operationalized using a set of questions in which various activities (see Figure 1 and Table 1 ) were set out, whereby the interviewees rated the degree of frequency of mutual cooperation with the compared sector, which means that the interviewees from the marketing sector rated the cooperation of their sector with the logistic sector and vice versa -the interviewees from the logistic sector rated the cooperation of their sector with the marketing sector.
The mentioned set of questions featured 16 different activities such as formal meetings, telephone conversations, e-mails etc. (Table 1) , in which the interviewees rated the frequency of operations or implementation by choosing one of the following answers: daily, weekly, monthly, yearly or never.
Based on the bivariance analysis, which tests the influence of one or more independent variables on the dependent variables of this set of statements compared to other questions, we found out that the interpretation of results is most plausible, if all possible answers are dichotomised or that they are consolidated into two categories such as: never (0) or at least once a year or more (1). Parts of dichotomised answers are shown in Table 1 , whereby the results are shown separately for the interviewees from the logistic sector and the interviewees from the marketing sector.
Activities from Table 1 directly measure the level of internal integration. For the majority of activities, shares are relatively large, as they present a share of the category "at least once a year" or "frequently", which is a relatively wide period of time. The interviewees from the marketing sector rated for 11 out of 16 activities that everyone from this sector (100%) conducted the aforementioned activities at least once a year or more. The interviewees from the logistic sector, Table 1 refers to Fisher's exact test from which it is evident, that the differences between the reliability of replies logistics/marketing are statistically significant for three activities (marked with *). For these three activities one may assume with high reliability that the differences also refer to population.
Data analysis further defines standard deviation which amounts to 21.19 and indicates normal distribution. Standard error estimate of the mean is 4.15. Within the framework of data analysis One-Sample T-Test was conducted in order to compare sample estimates of the mean and values of the mean, also considered in the null hypothesis. This analysis is regarded as statistically significant as sig. = 0.000 and is less than P-value 0.050.
Level of collaborative behaviour
As the hypothesis refers to finding a connection between the level of internal integration and the level of collaborative behaviour we will first determine the existing level of collaborative behaviour in the analysed companies which we will then use in order to search for the link with the level of internal integration.
The level of collaborative behaviour was operationalized with the questionnaire or set of questions, whereby the interviewees rated 14 different activities which can be seen in Table 2 , using the scale from 1 to 5, whereby 1 means "I totally disagree", and 5 means "I agree entirely". The results of the answers or the arithmetic mean to the questions are shown in Table 2 .
Standard deviations and t-tests for differences between average values are also shown. Where P-value of t-test is less than 0.050 the differences are statistically significant or at such questions one may also assume differences in population.
Due to the connection with the level of internal integration or the index of the level of internal integration, the index of the level of collaborative behaviour was set as a transfer of results of the arithmetic mean from the scale 1 to 5 to the scale 0 to 100.
As seen from Table 2 the interviewees agree to a great extent that activities such as being committed to the company, diverse knowledge between sectors, diverse competences between the sector, achieving common goals of the company, are largely present in both marketing and logistic sectors. Activities such as transfer of knowledge between sectors, additional, diverse knowledge and competences are the least present.
Based on all 14 activities from Table 2 a common index of the level of collaborative behaviour can be calculated. The latter was calculated as an average of all 14 variables (at the level of an individual), whereby the values of the said index were subsequently transferred from the scale from 1 to 5 to the scale of 0 to 100. The higher the value of an index, the higher all 14 activities were rated by the interviewees and vice versa: the lower the values of the said indicator, the lower the interviewees rated all 14 activities. The average value of the calculated common indicator of the level of collaborative behaviour is shown in the bottom row of Table 2 and it is 65.
Level of internal integration and its correlation to the level of collaborative behaviour
Next, a more detailed analysis between the level of internal integration and the level of collaborative behaviour will be presented, whereby the hypothesis is the following: the level of collaborative behaviour influences the level of internal integration.
Both variables from the hypothesis are normally dispersed; therefore the main hypothesis may be tested using Pearson's correlation coefficient (Figure 2) .
Using the bivariance correlation, the statistics analysis of variables of the level of collaborative behaviour and the level of internal integration showed that there is a link between the variables due to Pearson's correlation coefficient of 0.628 which is statistically significant, with statistics test sig. (sig. = 0.001) being smaller than the maximum value 0.050.
Level of internal integration of logistic and marketing functions in a company therefore depends on the level of collaborative behaviour of all employees in both
function areas. The correlation coefficient as such states that the link between the analysed groups of variables is existent; however, it does not show how they are linked to each other, which can be determined using regression analysis, where models are established, which can be used for predicting or describing links between the de-pendent variable and the largest possible number of independent variables.
Suppose that the variables are linked in a linear way. This way, based on regression analysis one can determine the following regression model, which in the case of linear connectivity can be defined as y a b x # = + , whereby a means the constant of the model and b means the directional coefficient of lines. Such regression analysis provides an already known correlation coefficient which is 0.628 (Pearson's corre- 
where:
LII -level of internal integration, LCB -level of collaborative behaviour.
The points in Figure 3 present interviewees replies. Based on the distribution of these points it may be tested whether the connection between the variables is linear or whether the points deviate too much from the line. The explained variance of the linear dependence of the dependent variable is based on the independent variable and amounts to 39.6 percent, which is acceptable. Using various transformations, such as cubicle transformation, the explained variance may be somewhat increased, i.e. to 46.7 percent. This is not much higher considering that the link is linear (39.5%), as this are only 7.1 percentage points of the explained variance. Apart from the cubicle transformation, logarithmic, inversion, square, exponent and s-curve transformations were also used; however, none of them was the explained variance that would be higher than the one acquired by using cubicle transformation.
By explaining the connection between the level of collaborative behaviour and the level of internal integration we found out that both notions are connected with each other (in a linear way). Therefore, our hypothesis was confirmed.
DISCUSSION
The main aim of the respective research was to study the collaborative aspect of internal integration and thus relations between employees from logistic and marketing functions.
The findings have broadened the current part of the research area of inter-functional integration and directed us towards thinking more open-mindedly and to explore the possibility of finding additional solutions. With the research the positive influence of collaborative behaviour at the level of integration was empirically confirmed, which could have been only assumed by the researchers who have been explor- ing the phenomenon of internal integration. We may further assume that the higher level of inter-functional collaborative behaviour will increase the success of a company. Despite the fact that the findings of this study are defined as research and may not be directly transferred or generalised onto other inter-functional relations of a company, we argue that a general connectivity between the level of collaborative behaviour and the level of internal integration does exist. The research findings are thus extremely important for those managers of logistic and marketing functions who strive towards implementing strategies of internal integration of logistic and marketing functions as well as for managers of other function areas.
The research findings have thus made a contribution to the theory development in the field of functional organisation of a company, whereby the emphasis was on development of the internal integration theory. Taking into account that a successful internal integration forms the basis for a successful external integration of a company, the findings will also contribute to the development of the theory from the field of supply chains.
CONCLUSION
Based on the problem and the set objectives the introductory part included the following hypothesis: "the level of integration of internal logistic and marketing functions in a company depends on the level of collaborative behaviour of all employees in both function areas".
The hypothesis tried to confirm the connection of the level of integration with the level of collaborative behaviour of all employees in a logistic and marketing function. Since the term "all employees" was used from the viewpoint which refers to all employees at senior position levels of both functions, that represent leaders or directors of a particular functional area and representatives, heads of research, consultants, managers and clerks; they exclude other employees such as warehousing operators, drivers etc.
The hypothesis was to be confirmed using Pearson's correlation coefficient. As both variables -the level of collaborative behaviour and the level of internal integration -were normally dispersed, the test was done using Pearson's correlation coefficient, which confirmed the connectivity between variables, as its value was 0.628, which was statistically significant.
To this end, the hypothesis can be confirmed. Based on this we may conclude that the level of internal integration of logistic and marketing function in a company depends on the level of collaborative behaviour of all employees in both functional areas.
Further research
Despite the fact that this research focuses on internal integration of logistic and marketing functions and relevant collaborative behaviour, a number of unanswered questions have remained that ought to be addressed. Further research could be directed towards a wider definition and analysis of common characteristics of collaborative behaviour and the level of internal integration which would be independent from functional areas. Further research could also deal in more detail with the underlying, already researched phenomenon.
A more detailed research of internal integration between logistic and marketing function can continue or expand on areas such as the level of education on the level of integration or the influence of the period of employment in a particular sector at the level of integration.
However, searching for links between the level of internal integration, which is independent from functional areas and the number of such employees who have also been working in a complementary function, is put to the foreground, as only they are familiar with activities implemented in both functions. This type of research should provide us with data which could defend or reject the plausibility of current reallocation of an employee in a complementary function. According to the Companies Act companies are: micro, small, medium and large sized companies, taking into account the set measures on a balance sheet day of the annual balance sheet: the average number of employees in a business year, net sales, and the value of assets. A large company is a company which meets two or more measures: the average number of employees in a business year is over 250, net sales amount to more than 29,200,000 euro, and the value of assets exceeds 14,600,000 euro.
3.
Fisher's exact test is used to examine the differences between two proportions. If P-value is less than 0.05, then the differences are statistically significant (based on population sample one might assume the differences in population), otherwise the differences are significant only for a sample and valid assumptions cannot be made. If variables in both groups are 100% the test cannot be applied.
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